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The overarching call to action represented by the sustainable development goals (SDGs) 
calls for new sustainable production and management models. Likewise, in periods of 
crisis, such as the current COVID-19 pandemic, companies are forced to develop 
competitive and sustainable development strategies to increase their brand value and 
achieve a good market position. Therefore, this work’s main objective is to design a 
structural equation modelling (SEM) to analyse the main critical dimensions of brand 
orientation to influence happiness in responsible and sustainable entities. For this purpose, 
a descriptive cross-sectional study was carried out based on primary data from a survey 
of a representative sample of 216 managers of small- and medium-sized enterprises in 
Andalusia (Spain) in the construction, industry and services sectors. The model results 
reveal significant dimensions of brand orientation and positively direct influence on 
happiness management. One of the significant managerial implications of this work is 
that the model allows for more responsible and sustainable management of entities by 
considering brand orientation about happiness.
Keywords: happiness management, brand orientation, responsible, sustainable production, SEM, values, norms, 
behaviours
INTRODUCTION
Recently by mid-2020, COVID-19 has become a significant threat to the global economy and 
people’s quality of life and, consequently, their happiness. This environment is not at all conducive 
to the productive growth of companies, quite the contrary. As a result, many companies have 
been forced to take two strategic actions that would have been unthinkable before the Great 
Recession of 2008. The first is to drastically reduce their business activity due to the economic 
crisis brought on by this terrible pandemic. Moreover, the second is to undertake massive 
redundancy procedures that allow them to escape from their negative exploitation results at 
the expense of those who lose their jobs.
With these management actions and many others, top management wants to cushion their 
high economic losses in this perfect storm. In this new context, organisations’ brands play a 
vital role in securing their customers’ loyalty in the medium and long term.
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This work is aligned with SDG 12, named ‘responsible 
production and consumption’. Whose aim is to study productive 
and economic models focused on sustainable development, 
brand orientation and corporate happiness. Precisely, the 
wellbeing of workers, consumers and society must be a premise 
in marketing strategies and the management of brand orientation. 
On the other hand, this work has implications from the 
consumer’s point of view. Consumers are changing their shopping 
behaviours with a growing trend towards sustainable brands, 
which is more efficient in happiness management and more 
social friendly.
Numerous contributions to the literature encourage SDG 
12, ‘responsible production and consumption’, through the 
efficient use of resources (De Miguel Ramos and Laurenti, 
2020; Zengin et  al., 2021). However, one of the original 
contributions of this work to the literature and management 
is the consideration of ‘responsible production and consumption’: 
the efficient management of material resources and the design 
of a management model, in which behaviours, values and social 
norms contribute to the wellbeing and serve as a sign of brand 
identity. In this way, they create a corporate philosophy and 
culture that cares for the wellbeing of all the agents involved 
in the exchange relationship and contributes to the responsible 
development of a better world.
Branding is an essential intangible resource that companies 
possess to strengthen their corporate identity and differentiate 
themselves from their direct and indirect competitors (Wong 
and Merrilees, 2005). It is therefore not surprising that this 
issue has been examined since the end of the last century 
from the perspectives of economics, sociology, statistics and 
psychology, under the cross-cutting prism of perception, 
knowledge, loyalty, differentiation, marketing, social responsibility, 
communication and orientation (Keller, 2003; Santos-Vijande 
et  al., 2013; Hirvonen and Laukkanen, 2014). Therefore, it 
makes sense for companies’ strategic direction to gravitate 
around brand orientation rather than other psycho-organisational 
factors (Urde, 1999). Thus, brand orientation is one of the 
main intangible assets that corporations have to invigorate their 
economic growth and organisational competitiveness (Yori Conill 
et  al., 2011). In this sense, it should be  noted that there are 
currently no governance models aligned with their brand 
orientation. Given this reality, the companies must understand 
that the brand orientation variable takes on a particular relevance 
to boost their customers’ subjective wellbeing and human capital 
significantly. In this way, companies will be  better prepared 
to emerge from the red numbers brought about by the global 
COVID-19 pandemic (Ebersberger and Kuckertz, 2021).
The organisations’ generic strategies should implement 
happiness management’s attractive culture. A philosophy aligned 
with brand orientation would boost the brand position under 
the guiding principles of quality, social marketing, customer 
satisfaction, creative talent, work passion and transformational 
leadership (Sánchez-Vázquez and Sánchez-Ordóñez, 2019). From 
this approach, this research work aims to empirically examine 
the effects that the brand orientation parameter can have in 
happiness management on small- and medium-sized companies. 
Understanding happiness as a differential strategic factor allows 
companies to motivate the four letters I: intrapreneurship, 
technological innovation, organisational inclusion and emotional 
intelligence (Casaqui and Riegel, 2016).
In line with all that has been read here, it is worth noting 
that this article wants to contribute to the new wave of research 
emerging around the attractive topic of corporate happiness. 
Within this area of knowledge is the innovative organisational 
culture of happiness management. A business philosophy on 
there is little literature at present (Ravina-Ripoll et  al., 2021b). 
Hence the scientific need to make multidisciplinary research 
on this novel concept from the triangle of marketing, sustainability 
and production (Brans, 2004). This fact means that many 
academic aspects of happiness management remain to 
be  explored, including those factors directly linked to brand 
orientation in the COVID-19 era. A topic on which there is 
little information is because most of the studies written in 
recent years on brand orientation have been based on inferentially 
analysing the effects of this variable on business performance 
(Piha et  al., 2021).
Under this approach, it is interesting to ask whether business 
management based on happiness management can substantially 
improve the corporate image of companies in today’s market. 
Given the above, and to further explore this attractive business 
culture, the essential purpose of this article will be  to examine 
empirically how the brand orientation dimension influences 
happiness management, which will allow us to find out whether 
a strategic direction oriented towards collective happiness is 
a good attribute of competitiveness, sustainability and 
business success.
Having defined this research’s objective, this article is 
structured as follows from this introduction. The following 
section reviews the literature and sets out the working hypotheses, 
followed by a description of the methodology. The fourth 
section presents the main results and, finally, the discussions 
and conclusions.
CONCEPTUAL BACKGROUND AND 
HYPOTHESES
Since the late twentieth century, many economists and marketers 
have become attracted to the topic of variable brand orientation 
(Baumgarth, 2010; Anees-ur-Rehman et al., 2016; Sepulcri et al., 
2020). This concept is defined as an operational and functional 
strategy to be implemented by managing organisations to protect 
brand identity by focusing on their customers (Núñez-
Barriopedro et  al., 2021).
Given this reality, the brand orientation construct should 
not go unnoticed by researchers as an intangible factor that 
significantly enriches the innovation and economic vitality of 
organisations (Gromark and Melin, 2011). Thus, some authors 
have designed scales on this dynamic construct from both the 
internal and external perspectives. These include the 
questionnaires of Ewing and Napoli (2005), Wong and Merrilees 
(2008), Baumgarth (2010) and Piha and Avlonitis (2018). The 
latter questionnaire, which is the one to be  used for this 
academic study, is characterised by examining the variable 
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orientation based on the analysis of the following four factors: 
value (top management attitudes), norm (motivation), artefact 
(symbolic communication) and behaviours (corporate 
performance). In this sense, it should be  noted that the choice 
of this particular questionnaire is because these four dimensions 
are pretty well associated with the theory of happiness 
management (Ravina-Ripoll et  al., 2021a).
There is currently no extensive scientific literature on how 
brand orientation empirically affects sustainability and business 
performance (Gupta et  al., 2020). In the face of this reality, 
solid academic evidence suggests that a solid corporate brand 
facilitates its identification and sustainable position in the global 
marketplace. It attracts the potential future customers (Cuesta-
Valiño et  al., 2020a; Foroudi et  al., 2020).
Scientific publications currently addressing corporate 
happiness’s influence, subjective employee wellbeing or happiness 
management on the multidimensional brand orientation 
parameter are relatively scarce (Sepulcri et  al., 2020). An 
exception to this is found in Tumasjan et  al. (2020), where 
it is empirically shown that a positive climate within organisations 
positively influences the brand orientation of employees. In 
this context, the present study contributes to the literature on 
the importance of inferentially exploring the brand orientation 
and happiness management link as a critical success factor 
for operational and functional development from a marketing 
and organisational.
Happiness Management
Scientific works on happiness management are relatively scarce 
in the literature of happiness economics. One reason for this 
phenomenon is that this line of research is still in its emerging 
stage. The growing interest in this line of research highlights 
that happiness is one of the main assets that managers of 
organisations possess to cultivate their employees’ subjective 
wellbeing (Basinska and Rozkwitalska, 2020; Núñez-Barriopedro 
et  al., 2020). In this way, internal customers considerably 
increase their creativity, productive effectiveness, motivation, 
etc. All these factors and many others are very relevant to 
foster a positive atmosphere within organisations and increase 
their human capital’s job satisfaction (Suzete et  al., 2019).
These are not trivial issues in times of economic crisis, 
such as the one currently caused by COVID-19. As is well 
known, in periods of severe economic recession, companies 
are forced to freeze or lower their workers’ wages (Yue and 
Cowling, 2021). In this context, there is extensive literature 
that suggests, on the one hand, that monetary income has a 
significant impact on the social wellbeing of human beings 
(Chumg and Huang, 2021). Moreover, on the other hand, that 
income has a significant impact on the wellbeing of human 
beings (Deaton, 2008; Lakshmanasamy, 2021; Lee and Ohtake, 
2021). On the other hand, involuntary exits of people from 
the labour market hurt their happiness (Nikolova et  al., 2020). 
In line with this research, economists and psychologists have 
focused on empirically examining the leadership-happiness 
association in the era of Industry 5.0. Many of these studies 
show that transformational leadership directly influences 
corporate happiness in organisations, especially in productive 
sectors linked to new technologies and health (Sudha et  al., 
2016). Under the umbrella of this literature body, other authors 
have quantitatively examined the psychological and managerial 
factors that have an individual or choral effect on employees’ 
happiness at work (Singh and Aggarwal, 2018). Examples include 
the following vectors: engagement, passion for work, es-threes, 
loyalty, etc. (Joo and Lee, 2017; Wang, 2017; Tandler et  al., 
2020; Núñez-Barriopedro et  al., 2021).
Human resource theory shows that strategic management 
models that focus on people instead provide a holistic incentive 
for their internal customers’ job satisfaction and, therefore, 
their professional performance (Sattar et al., 2015). To improve 
workers’ subjective wellbeing, the companies should have a 
governance style that enhances organisational happiness through 
positive experiences, emotional pay, interpersonal relationships, 
etc. (Kaiser et  al., 2008; Haar et  al., 2019; Datu and 
Restubog, 2020).
Highlights that, despite the existence of a growing volume 
of academic monographs on happiness at work, in today’s 
digital society, there is not yet a large body of research on 
the topic (Adnan-Bataineh, 2019). There is currently little 
scientific evidence on how a corporate culture that revolves 
around the subjective wellbeing of its employees is a source 
of economic, financial and social profitability (Baker et  al., 
2006). One of the novelties of this work is designing a model 
in which the brand orientation achieves the happiness 
management construct. ‘A multicultural management model 
aimed at encouraging the following resources in job performance: 
creativity, commitment, technological innovation, internal 
entrepreneurship and social responsibility. In this way, 
organisations can cultivate the virtuous circle of corporate 
happiness’ (Ravina-Ripoll et  al., 2019).
Hypothesis Statement
This sub-section explains the conceptual model (see Figure  1) 
with each of the research hypotheses. The SEM model allows 
explaining each of the dimensions of the brand orientation 
construct and its relationship with happiness management in 
the context of small and medium enterprises. In line with the 
objectives of GDS 12, we  cannot forget to mention that many 
recent studies highlight the significant number of companies 
implementing management models that ensure sustainable 
consumption and production at a global level (Goyal et  al., 
2021; Yu et  al., 2021). These executive actions are in line with 
the principles of the circular economy, which now constitute 
a substantial range of opportunities for companies to cultivate 
sustainable and lasting competitive advantages over time 
(Camilleri, 2020; Camana et  al., 2021).
In this sense, it is not surprising that today’s managers of 
large multinationals are beginning to consider brands as an 
intangible asset on which companies and their environmental 
and organisational marketing culture should be  based (Napoli, 
2006). This issue cannot be dealt with in-depth in this academic 
text because it would go beyond the limits of this article. 
However, the association between brand orientation and happiness 
management, as shown in the following illustration, together 
Ravina-Ripoll et al. Happiness Management From Brand Orientation
Frontiers in Psychology | www.frontiersin.org 4 August 2021 | Volume 12 | Article 727845
with the hypotheses put forward in this research, can be  dealt 
with in-depth.
In this respect, Aaker (2012) and other authors point out 
that brands should maximise customer satisfaction through 
the prism of loyalty, excellence, and the quality of their products 
or services (Cuesta-Valiño et  al., 2019). In this way, companies 
can exponentially increase their competitive position in the 
global marketplace and thus their economic performance in 
both the medium and long term. The brand orientation parameter 
is directly linked to stakeholders under the guiding principles 
of usefulness, added value, functionality, differentiation and 
symbolic capabilities (Hankinson, 2002).
Therefore, the following study hypothesis is put forward.
H1: The level of values (brand orientation) positively 
influences the level of happiness management.
Therefore, organisations should encourage this type of 
management policy to impact consumers’ perception of their 
products or services positively. Marketing managers should 
propose to their superiors to implement attractive functional 
and operational strategies that connect directly with their corporate 
brands’ mission, vision and values (Odoom and Mensah, 2019; 
Foroudi, 2020). It is particularly relevant in today’s globalised 
market. Large multinationals generate a wellspring of loyalty to 
their brand through identity, happiness, social commitment, 
image, neuromarketing, trust, etc. All of this undoubtedly 
contributes to customers becoming emotionally loyal to the 
brand rather than reasoning (Gupta et  al., 2008). These aspects 
mean that the brand value is associated with the company’s 
market value (Sheth, 2021). It means that the social and functional 
attributes of brands become an essential lever for improving 
their competitiveness. It allows them to differentiate themselves 
from their competitors in quality, loyalty, reputation, innovation, 
etc. It means that the social and functional attributes of brands 
become an essential lever for improving their competitiveness. 
It allows them to differentiate themselves from their competitors 
in quality, loyalty, reputation, innovation, etc. (Chang et al., 2018).
Therefore, the following study hypothesis is put forward:
H2: The level of standards (brand orientation) positively 
influences the level of happiness management.
Other researchers suggest that brand orientation can 
significantly boost potential customers’ purchase intent. This 
fact takes on particular relevance in times of severe economic 
or health crises, such as the one we  are currently experiencing 
(Dash et  al., 2021). To achieve this, brand identities (mission, 
vision and values) must be  integrally involved with companies’ 
organisational culture and strategic plans (Urde et  al., 2013). 
It is not possible, in managerial terms, without the existence 
of inter-organisational ecosystems that stimulate the following 
factors in all members of the organisations: motivation, learning, 
eco-innovation, disruptive thinking, autonomy, creative talent 
and happiness (Dechawatanapaisal, 2018; Khan and Bashir, 
2020; Sanagustín-Fons et  al., 2020). In general, this corpus of 
intangibles and many others are not very highly valued by 
the managers of small- and medium-sized companies in times 
of economic crisis. These intangible assets are essential to 
driving their productivity. For their brands to achieve brand 
equity (Wirtz et  al., 2013), this implies that brand orientation 
must be  seamlessly integrated with the organisation’s strategic 
direction (Tajeddini and Ratten, 2020). In this way, companies 
can exponentially improve, on the one hand, their sustainable 
and competitive positioning in the market (Vallester and De 
Chernatony, 2006). On the other hand, companies can 
significantly increase their business profit. It must 
be  accompanied by an applicable policy that pivots around 
the construct of brand orientation as a sign of quality, loyalty 
and social marketing (Avlonitis and Salavou, 2007; Shih, 2018).
Thus, the following study hypothesis is put forward:
H3: The level of artefacts (brand orientation) positively 
influences the level of happiness management.
Many articles written on the economics of happiness 
throughout the twenty-first century are notable for using the 
word happiness in their studies as a synonym for subjective 
wellbeing, job satisfaction or quality of life (Mackerron, 2012; 
Oishi, 2012; Seligman, 2016). A cognitive resource facilitates 
researchers in approaching the theoretical and quantitative 
analysis of the construct of happiness management (Jiménez-
Marín et al., 2020). Some of these studies show that companies’ 
best way to design a competitive, innovative, proactive and 
sustainable organisational architecture is happiness management. 
It is a corporate philosophy and operation that enhances the 
brand image and its relationship with consumers (Ravina-Ripoll 
et  al., 2021b). To this end, it makes sense for companies to 
undertake human resources policies aimed at conveying 
constructive values, positive emotions or happiness. They are 
bearing in mind that brand orientation is crucial for the 
achievement of this goal. Thus, companies must adopt policies 
to transmit constructive values, positive emotions or happiness 
5.0 (Schöler, 2019) to implement happiness management in 
the industry successfully.
Thus, the following study hypothesis is put forward:
H4: The level of behaviour (brand orientation) positively 
influences the level of happiness management.
METHODOLOGY
This paper’s main objective is to analyse the structural relationship 
between brand orientation and happiness management in the 
business environment of the COVID-19 era. This research is 
descriptive, randomised and exploratory because it examines 
the predictive causal relationship between the two dimensions. 
The surveys were sent online to the managers of Andalusian 
small- and medium-sized enterprises registered in the Andalusian 
Institute of Statistics, using the digital tool Google Docs. The 
data collection methodology has been a random sample without 
replacement. Once all the responses were obtained from the 
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submitted surveys, the database was then processed and statistically 
analysed with the statistical software SPSS 27 (see Table  1).
The sample comprises 216 people with the profile of managers 
of small- and medium-sized companies in Andalusia (Spain), 
whose main activity is the service sector (42.6%). In addition 
to this information, the interviewees’ average age is 42.86 years 
(standard deviation of 8.8 years). It should be noted that 85.65% 
of those surveyed were male, and 88.88% of the total had a 
university degree. This sample shows that less than a third of 
the participants (22.69%) have been managers in these 
organisations for more than five years and that 95.82% of the 
managers surveyed work in companies with fewer than 25 
employees (see Table  2).
The questionnaire was implemented online in the last quarter 
of 2020  in Spain, i.e. in the middle of the pandemic. In this 
regard, it should be  noted that these companies’ managers 
were informed before starting to fill in the questionnaire. On 
the one hand, that participation was voluntary. On the other 
hand, they declared that they were fully informed about the 
scientific purpose of this research. The questionnaire consists 
of twenty-five variables (see Table  3). The Baumgarth brand 
orientation scale was used for this purpose (Baumgarth, 2010; 
Baumgarth et  al., 2013), which measures this construct based 
on the sub-items: values, norms, artefacts and behaviours (Wong 
and Merrilees, 2007; Guzmán-Maldonado et  al., 2019). The 
scale comprises nineteen questions on a Likert scale with a 
range of values from 1 ‘strongly disagree’ to 5 ‘strongly agree’. 
The variable of happiness is also considered (Foncubierta-
Rodríguez et  al., 2020). Thus, the two most commonly used 
items to measure this parameter were selected (Núñez-
Barriopedro et  al., 2020). In addition to these two questions, 
four other questions were added relating to turnover, profitability, 
operating result and profit on a Likert scale of 0 to 5 points 
(AECA, 2005). The inclusion of these items is motivated by 
the fact that the answers given to these questions allow us to 
know the companies’ competitiveness. It must not be  forgotten 
that happy organisations are synonymous with economic 
profitability and productive efficiency (Baker et  al., 2006).
The procedure followed for the analysis of the results is 
that of structural equation modelling. This statistical technique 
allows researchers to establish a priori the specific relationships 
between variables (Batista-Foguet et al., 2004). SPSS 27 statistical 
software was used for this purpose.
RESULTS
Cronbach’s alpha coefficient was calculated to explore the 
multidimensional robustness of the questionnaire used to analyse 
the dimensions of brand orientation (values, norms, artefacts 
and behaviours) and happiness management (see Table 4). This 
test statistic is higher than 0.7 points (p  <  0.01). For Hair 
et  al. (1995), a value higher than this figure indicates the 
reliability of the scales used (see Table  4).
However, the extensive literature on descriptive statistics 
shows that Cronbach’s alpha coefficient lacks robust statistics. 
This fact means that it is impossible to state the absence of 
other latent variables in our model and multicollinearity (Celina-
Oviedo and Campo-Arias, 2005; Abu-Bader, 2021). One of 
the reasons for this is that one of this coefficient’s assumptions 
is the continuous nature of the variables (Elosua and Zumbo, 
2008) when an ordinal response scale is usually used.
Two inferential tests are carried out to achieve the purpose. 
The first, the Composite Reliability (CR) proposed by Bagozzi 
and Yi (1988). This indicator gives a value of more than 0.7 
points (p  <  0.01), which is higher than the register indicated by 
the researchers above for asserting the reliability of our scales. 
The second, the Index of Variance Extracted (IVE), whose value 
is higher than 0.5 points (p  <  0.01). So, a digit higher than this 
figure allows us to affirm the existence of a solid empirical 
consistency of the constructs that are the object of this study 
(Fornell and Larcker, 1981).
The theoretical model’s discriminant validity has been ensured 
using the confidence interval test proposed by 
TABLE 1 | Technical specifications of the sample.
Data collection methodology Random sample without 
replacement
Universe Small- and medium-sized enterprises in 
Andalusia (Spain)
Unit of analysis Managers of small- and medium-sized 
enterprises in Andalusia (Spain)
Population under study 9.308 managers of small- and medium-
sized enterprises in Andalusia (Spain)
Sample size 216 executives of small- and medium-
sized enterprises in Andalusia (Spain)
Sampling error ±4.9% (95% confidence level)
Period of analysis September–December 2020
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TABLE 3 | Measurement models of constructs, items and factor loadings.
Construct Code Factor loadings Items Sources of adoption
Values VM1 0.968*** Decisions around the branding of our products or 
services are discussed at the senior management 
level.
Baumgarth, 2010; Gromark and 
Melin, 2011; Baumgarth et al., 
2013
VM2 0.9692*** Our brands are differentiated from those of our 
competitors.
VM3 0.954*** We ensure that our brand positioning is maintained 
over the long term.
VM4 0.937*** We seek to ensure that our brand management is 
consistent over long periods.
VM5 0.904*** We invest in our product or service brands even in 
times of scarce financial resources.
Norms NM1 0.879*** We regularly check that the corporate design 
guidelines of our brands are adhered to.
Wong and Merrilees, 2008; 
Baumgarth, 2010; Baumgarth 
et al., 2013
NM2 0.851*** In all information issued about our brands, explicit 
attention is paid to the integration of communication 
methods.
NM3 0.866*** We have detailed written specifications of the brand 
positioning of our products or services.
NM4 0.833*** We have managers who have clear responsibility for 
the branding of our products or services.
NM5 0.772*** Brand managers have the competence and 
authority to succeed with the positioning of our 
brands.
NM6 0.741*** We regularly check that our brands are differentiated 
from those of our competitors.
Artefacts AM1 0.964*** Our employees visibly display our product or service 
brands (e.g. uniforms and shirts).
Baumgarth, 2010; Baumgarth 
et al., 2013
AM2 0.972*** Our stands at trade fairs in which we participate 
always reflect the brands of our products or 
services.
AM3 0.975*** We hold regular meetings on the current status of 
our product or service brands.
AM4 0.964*** We have ‘Stories’ in the company that reflect the 
positioning of our brands.
Behaviours CM1 0.951*** We invest in advertising the company’s image. Baumgarth, 2010; Baumgarth 
et al., 2013
CM2 0.929*** We teach our employees about the importance of 
our brands.
CM3 0.889*** We educate new employees on the positioning of 
our brands.




HM1 0.601*** What would you consider your company’s return on 
investment (ROI) to have been over the last two 
years?
Foncubierta-Rodríguez et al., 
2020; Núñez-Barriopedro et al., 
2020
HM2 0.622*** What would you consider your company’s profit level 
to have been over the last two years?
HM3 0.845*** What has been your company’s sales volume over 
the last two years?
HM4 0.921*** To what extent do you consider your customers to 
be happy with your company’s services or 
products?
HM5 0.929*** To what extent do you consider yourself a happy or 
unhappy person in your company?
***Indicates 99% significant.
Anderson and Gerbing (1988). The authors above indicate that 
there is validity at a 95% confidence level when the correlations 
between constructs are significantly lower than unity. All constructs 
satisfy this criterion. Likewise, the correlations of the variables 
in our model are relatively high. The correlation between norms 
and values is the highest (0.933), which seems consistent due to 
their importance in corporate culture, followed by that between 
artefacts and values (0.845) and behaviour with values (0.747). 
Norms are also strongly associated with artefacts (0.738) and the 
dimensions norms and behaviours (0.726), as shown in Table  5.
Next, the correlations of the factors that make up the brand 
orientation dimension with the happiness management construct 
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are analysed. The results show that the happiness management 
construct is correlated with the vectors that make up the brand 
orientation variable in a sensible way, with the lowest relationship 
between values and happiness management.
Based on the numerical data described in Table  4, a 
confirmatory factual analysis was carried out using the maximum 
likelihood approach (Lio and Liu, 2020). The results show the 
existence of a fairly acceptable goodness of fit of our structural 
conceptual model (S-BX2 = 1.554171; gl = 265; p  =  0.000; 
NFI = 0.854; NNFI = 0.869; CFI = 0.876; RMSEA = 0.079). 
Thus, there is a good fit between the respondents’ answers 
and our conceptual model described in Figure  1.
In the light of this finding, a structural equation model is 
carried out to verify the influence of brand orientation on 
the happiness management construct. The results obtained on 
the significance of this paper’s hypotheses reveal that the factors 
that make up the dimensions of brand orientation have positive 
and significant effects on the happiness management vector. 
It means that all our working hypotheses (H1, H2, H3 and 
H4) are supported.
In this sense, we  note that the behaviour factor is the most 
influential factor on the happiness management construct 
(β  =  0.272, value of p 0.01). The minor empirical significance 
is the artefact variable (β  =  0.141, value of p 0.01). Therefore, 
it can be  affirmed that brand orientation has a positive effect 
on the happiness management construct. It can be  seen 
empirically in their structural equation system (Happiness 
Management = 0.266  Values + 0.219 ×Norms + 0.144×Artifacts 
+ 0.272 Behaviours), as well as descriptively in the following 
illustration (see Figure  2).
Given this statistical information, it is observed that a 
strategic direction that revolves around brand orientation 
generates positive synergies on organisations’ corporate happiness 
in COVID-19. In general terms, this research coincides with 
our four study hypotheses and the literature review on the 
happiness management construct (Ravina-Ripoll et  al., 2019; 
Silva Munar et  al., 2020).
DISCUSSION
The sustainable development goals (SDGs) require new models 
of responsible and sustainable production and management. 
Therefore, one of the main objectives of this work is to define 








Values 0.972 0.968 0.901
Norms 0.923 0.918 0.681
Artefacts 0.979 0.933 0.923
Behaviours 0.94 0.941 0.805
Happiness 
management 0.915 0.911 0.651
FIGURE 1 | Conceptual model and hypothesis.
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a model of responsible and sustainable organisations that 
contributes to the literature and has implications for all actors 
in the value chain. On the one hand, through a brand-oriented 
model, organisations can be more responsible and sustainable, 
and on the other hand, they can be sustainable, and consequently 
pursue corporate happiness (Harju et  al., 2021). On the other 
hand, from a demand-side point of view, it allows consumers 
to manage the time spent on purchasing choices by choosing 
responsible and sustainable brands and even feel more satisfied 
by contributing to sustainability (Currás-Pérez et  al., 2009).
Theoretical Implications
The different authors prioritise different elements, such as 
creating and appropriating value and the increase in profitability. 
However, we  can affirm that a sustainable organisation model 
must be  an integral structure, covering all the elements that 
have been mentioned holistically (Zott et  al., 2011).
The sustainability of an organisation depends mainly on 
the organisation’s brand orientation, which is related to achieving 
an adequate structure and capabilities to execute its strategic 
decisions that influence corporate happiness. This organisational 
sustainability process involves continuous adaptation and change 
about its strategy and business model (Osterwalder et al., 2005). 
Furthermore, the models require creating added value for 
customers to gain a competitive advantage (Chauhan et al., 2021).
Thus, the term ‘brand orientation’ is mainly based on four 
pillars: value, norms, artefact and behaviours which are 
connected and complement each other, giving meaning and 
raison d’être to the concept in question, representing a cycle 
in which a responsible and sustainable production model 
(González-Mansilla et  al., 2019). Value, according to the 
findings, it is essential (0.9692) that brands are differentiated 
from competitors; (0.968) that product branding decisions 
are discussed at the senior management level; (0.954) that 
TABLE 5 | Correlations between constructs.
Values Norms Artefacts Behaviour Happiness management
Values 1
Norms 0.901** 1
Artefacts 0.933** 0.686** 1
Behaviour 0.845** 0.738** 0.944** 1
Happiness management 0.747** 0.726** 0.486** 0.807** 1
**p < 0.01.
FIGURE 2 | Graphical representation of the structural equation model.
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brand positioning is maintained over the long term; (0.937) 
that brand management is consistent over long periods; and 
(0.904) that we  invest in our product or service brands even 
in times of scarce financial resources. Therefore, senior 
management should build long-term brand equity to allow 
for differentiated positioning (Baumgarth, 2010; Baumgarth 
et al., 2013). Norms, according to the findings, in this dimension 
of brand orientation play an essential role (0.879) regularly 
checking that the brands’ corporate design guidelines are 
adhered to; (0.866) written specifications of brand positioning; 
(0.851) all information issued about the brands, explicit 
attention is paid to the integration of communication methods; 
(0.833) managers have clear responsibility for the brand; 
(0.772) brand managers have the competence and authority 
to carry out the positioning of their brands successfully, and 
(0.741) they regularly check that brands are differentiated 
from competitors.
Therefore, brand information should be aligned with brand 
design, organisational communications and positioning. An 
organisation’s brand is differentiated from the competition 
through strategies related to corporate happiness (Baumgarth 
et  al., 2013). Artefact, according to the findings, in this 
dimension of brand orientation, plays an important role (0.964) 
to hold regular meetings on the current status of the brands 
that stands at trade fairs should reflect the brands; (0.964) 
that during all contact with customers, employees should 
visibly display brand elements of products or services; and 
(0.964) to have ‘Stories’ in the company that reflect the brand 
positioning. Therefore, it involves showing corporate 
identifications offline and online, from brand elements in 
merchandising or social media stories. All this makes it 
interesting to design some corporate happiness seals similar 
to quality certifications that help position the brand (Baumgarth 
2010). Behaviours, according to the findings, in this dimension 
of brand orientation, the following has a significant role to 
play (0.951) to invest in advertising the company’s image, to 
teach employees about the importance of the brand, (0.889) 
to educate new employees on the positioning of the brand 
and (0,81) to regularly conduct market research on own 
brands. Companies must invest in their brand image and 
make it known to their employees given the above. It cannot 
be done without regular market research to enable companies’ 
brands to adapt to new changes in society. It will guarantee 
its sustainability in the long term (Wong and Merrilees, 2007; 
Mai et  al., 2021).
In terms of ‘happiness management’, the findings show 
that (0.929) consideration of feeling a happy person in your 
company; (0.921) consideration of your customers being happy 
with your company’s products; (0.845) consideration of your 
company’s sales volume in the last two years; (0.622) 
consideration of the level of profits; and (0.601) consideration 
of the company’s return on investment (ROI) play an essential 
role. Therefore, the wellbeing of the company’s employees 
and customers is just as important, if not more so, than 
profit and profitability in companies that differentiate themselves 
through responsible production and consumption (Jiménez-
Marín et  al., 2021).
Managerial Implications
Given that the environment is constantly changing, it must 
be  frequently revised to better adapt to the environment by 
creating added value for business management and sustainable 
development. It is convenient to create new ideas unique to 
obtain a competitive advantage and enhance the brand value. 
Through the capacity and ability to achieve a brand orientation 
that influences corporate happiness, companies achieve success 
in their business (Sjödin et  al., 2020).
Thus, the main objective of the research is to understand 
how organisations, through brand orientation, promote new 
sustainable models that allow them to have competitive advantages 
over their competitors. Moreover, thus, they occupy a favourable 
position in the market (Adnan-Bataineh, 2019; Wang and Zhang, 
2020) by differentiating themselves through responsible 
production and consumption and investing in the wellbeing 
of the company’s employees and customers.
Brand orientation is also a fundamental component in the 
construction of current sustainable models. It is based on the 
fact that it will only generate value if it has a differentiating 
element within the market and strengthen corporate identity 
to gain brand equity (Shahiduzzaman et  al., 2018).
The findings show a model of brand orientation based on 
four key factors that can serve as a strategy for brand differentiation 
and brand equity. The first dimension, ‘Value’, allows top 
management to adopt marketing strategies to increase responsible 
and sustainable value (Cuesta-Valiño et  al., 2020b). Also, the 
needs of stakeholders are being met (Hankinson, 2002). The 
second dimension is the ‘Norm’; marketing managers can design 
strategies that connect directly to their corporate brands’ mission, 
vision and values (Odoom and Mensah, 2019; Foroudi, 2020). 
The third dimension, ‘Artefact’, brand identities (mission, vision 
and values) must be  significantly related to the organisational 
culture and strategic plans of companies (Urde et  al., 2013). 
The fourth dimension, ‘Behaviour’, implies that internal customers 
significantly increase their creativity, productive efficiency and 
motivation in responsible and sustainable organisations that 
guarantee the happiness of their employees. All of this increases 
the job satisfaction of their human capital and ensures the 
wellbeing of consumers (Yue and Cowling, 2021).
In this paper, corporate happiness is understood as a differential 
strategic factor motivating intrapreneurship, technological 
innovation, organisational inclusion and emotional intelligence 
(Casaqui and Riegel, 2016). We are aware that the latter concept 
has recently aroused growing interest in scientific research in 
the field of economics and business (Ravina-Ripoll et  al., 2019).
There is no single business model that is competitive because 
they have different capacity business model systems. There is 
a connection between the formulation of an idea and 
implementing a natural, sustainable strategy. In this sense, 
organisations should design sustainable business models with 
differentiated elements from the competition.
Moreover, companies producing and launching their products 
beyond borders are changing significantly due to the economy’s 
birth and rapid development (Serra-Cantallops et  al., 2021). 
In this new context, organisations’ brands play a vital role in 
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organisations’ sustainability, thus ensuring their customers’ 
loyalty in the medium and long term (Gatto and Re, 2021; 
Grijalvo Martín et  al., 2021).
Limitations of the Study and Future Lines 
of Research
One of the limitations of this study is that it is a cross-sectional 
study. In future work, a longitudinal study with panel data can 
be carried out. The scope of the present study is Spain. In future 
work, it could be extended to a more international scope, applying 
to other countries. Another limitation of the study is the sample 
size. Future research could extend the sample to incorporate 
new regions to extrapolate and minimise sampling error.
Furthermore, the structural equation model analysed in this 
work is a first-order formative model. The brand orientation 
construct has been studied with its dimensions and its influence 
on corporate happiness for the responsible and sustainable 
development of organisations. So that new constructs can 
be  added to the model in future work.
The main focus of the existing literature on brand orientation 
is on the brand orientation concept (Simões and Dibb, 2001; 
Urde et  al., 2013) on internal brand management on brand 
performance (Wong and Merrilees, 2008; Baxter et  al., 2013), 
among others but one of the novelties of this study is the 
multidimensional approach to brand orientation and the direct 
relationship of each of these dimensions with happiness 
management. Furthermore, this paper aims to contribute to the 
literature with a first-order model to lay the foundations of brand 
orientation from a new perspective of happiness management. 
Therefore, based on this work, future research can be  developed. 
Second-order structural equation models can be  developed, and 
the indirect effects of the variables can be measured (Frey, 2020).
Future research should empirically explore this construct 
in other types of organisations, such as nonprofit organisations. 
It is bearing in mind the academic expectations that currently 
exist in social sciences about the innovative concept of happiness 
management and its link to brand orientation and marketing 
(Serra-Cantallops et  al., 2021).
CONCLUSION
This research shows how brand orientation, in which values, 
norms, artefacts and behaviours serve as a sign of brand identity 
and contribute to the well-being of the brand. Thus, the value 
in brand orientation allows differentiating the brand from 
competitors in the long run, which positively influences happiness 
management (Balmer, 2013; Baumgarth et  al., 2013). Value in 
brand orientation positively influences consumer identification 
(Tuškej et  al., 2013). In this dimension of brand orientation, 
standards play an essential role by regularly checking compliance 
with corporate design guidelines of brands. In this respect, the 
integration of communication methods for brand promotion 
and their relationship with happiness management is essential. 
In this dimension of brand orientation, standards play an essential 
role in regularly checking compliance with the brands’ corporate 
design guidelines. The artefact plays a vital role in brand orientation 
by holding regular brand status meetings. It should visibly display 
the brand elements of the products during all contact with 
customers, employees. You  must have ‘Stories’ in the company 
that reflect the brand positioning. It positively influences happiness 
management. In this dimension of brand orientation, behaviours 
have an essential role in investing in advertising the company’s 
image, teaching employees the importance of the brand and 
conducting regular market research on their brands. It will ensure 
the long-term sustainability of happiness management (Wong 
and Merrilees, 2007; Mai et  al., 2021).
According to these results, where a significant relationship 
has been found between the two dimensions of this study, 
the model proposed here may constitute the way to design 
future management models based on brand orientation and 
happiness management (Bettiga and Lamberti, 2020). On the 
one hand, it can be achieved by constructing responsible, happy, 
creative and sustainable production models (González-Mansilla 
et al., 2019) and moreover, on the other hand, with the existence 
of a significant volume of professional managers involved in 
the belief that the corporate happiness of organisations is a 
strong differentiating element of their brand concerning their 
competitors (Cuesta-Valiño et  al., 2020b).
Finally, the findings of this work may be  a clear sign that 
consumers are increasingly demanding more sustainable products 
and companies that are guided by ethical principles of 
environmental responsibility and job satisfaction. In our view, 
such information can enrich the idea that organisations in the 
Industry 4.0 era understand happiness management as a strategic, 
innovative and transformative factor within the SDGs 12 
(Foncubierta-Rodríguez et  al., 2021).
DATA AVAILABILITY STATEMENT
The raw data supporting the conclusions of this article will 
be  made available by the authors, without undue reservation.
AUTHOR CONTRIBUTIONS
RR-R, EN-B, DA-G, and L-BT-P: conceptualization, methodology, 
software, validation, formal analysis, investigation, resources, 
data curation, writing—original draft preparation, writing—
review and editing, and supervision. All authors have read 
and agreed to the published version of the manuscript.
 
REFERENCES
Aaker, D. A. (2012). Building Strong Brands. New York: U.S.A.: Simon & 
Schuster Inc.
Abu-Bader, S. H. (2021). Using Statistical Methods in Social Science Research: 
With a Complete SPSS Guide. New York, U.S.A.: Oxford University Press.
Adnan-Bataineh, K. (2019). Impact of work-life balance, happiness at work, on 
employee performance. J. Int. Bus. Stud. 12, 99–112. doi: 10.5539/ibr.v12n2p99
Ravina-Ripoll et al. Happiness Management From Brand Orientation
Frontiers in Psychology | www.frontiersin.org 11 August 2021 | Volume 12 | Article 727845
AECA (2005). Estrategia e Innovación de la Pyme Industrial en España. Madrid: 
Asociación Española de Contabilidad y Administración de Empresas.
Anderson, J., and Gerbing, D. (1988). Structural equation modeling in 
practice: A review and recommended two-step approach. Psychol. Bull. 13, 
411–423.
Anees-ur-Rehman, M., Wong, H. Y., and Hossain, M. (2016). The progression 
of brand orientation literature in twenty years: a systematic literature review. 
J. Brand Manag. 23, 612–630. doi: 10.1057/s41262-016-0008-2
Avlonitis, G. J., and Salavou, H. E. (2007). Entrepreneurial orientation of S.M.E.s, 
product entrepreneurial orientation of SMEs, product innovativeness, and 
performance. J. Bus. Res. 60, 566–575. doi: 10.1016/j.jbusres.2007.01.001
Bagozzi, R., and Yi, Y. (1988). On the evaluation of structural equation models. 
JAMS 16, 74–94. doi: 10.1007/BF02723327
Baker, D., Greenberg, C., and Hemingway, C. (2006). What Happy Companies 
Know. New Jersey, U.S.A.: Pearson.
Balmer, J. M. T. (2013). Corporate brand orientation: What is it? What of it? 
J. Brand Manag. 20, 723–741. doi: 10.1057/bm.2013.15
Basinska, B. A., and Rozkwitalska, M. (2020). Psychological capital and happiness 
at work: the mediating role of employee thriving in multinational corporations. 
Curr. Psychol. 1–14. doi: 10.1007/s12144-019-00598-y
Batista-Foguet, J. M., Coenders, G., and Alonso, J. (2004). Análisis factorial 
confirmatorio. Su utilidad validación de cuestionarios relacionados con la 
salud. Med. Clin. 122, 21–27. doi: 10.1157/13057542
Baumgarth, C. (2010). Living the brand: brand orientation in the business-to-
business sector. Eur. J. Mark. 44, 653–671. doi: 10.1108/03090561011032315
Baumgarth, C., Merrilees, B., and Urde, M. (2013). Brand orientation: Past, 
present, and future. J. Mark. Manag. 29, 973–980. doi: 
10.1080/0267257X.2013.817768
Baxter, J., Kerr, G., and Clarke, R. J. (2013). Brand orientation and the voices 
from within. J. Mark. Manag. 29, 1079–1098. doi: 
10.1080/0267257X.2013.803145
Bettiga, D., and Lamberti, L. (2020). Future-oriented happiness: its nature and 
role in consumer decision-making for new products. Front. Psychol. 11:929. 
doi: 10.3389/fpsyg.2020.00929
Brans, J. P. (2004). The management of the future. Ethics in operational research. 
Respect, multicriteria management, happiness. Eur. J. Oper. Res. 153, 466–467. 
doi: 10.1016/S0377-2217(03)00166-8
Camana, D., Manzardo, A., Toniolo, S., Gallo, F., and Scipioni, A. (2021). 
Assessing environmental sustainability of local waste management policies 
in Italy from a circular economy perspective: an overview of existing tools. 
Sustain. Prod. Consump. 27, 613–629. doi: 10.1016/j.spc.2021.01.029
Camilleri, M. A. (2020). European environment policy for the circular economy: 
Implications for business and industry stakeholders. Sustain. Dev. 28, 1804–
1812. doi: 10.1002/sd.2113
Casaqui, V., and Riegel, V. (2016). Management of happiness, production of 
affects and the spirit of capitalism: international narratives of transformation 
from Coca-Cola brand. Int. J. Commun. 22, 293–314. doi: 
10.1080/13216597.2016.1194304
Celina-Oviedo, H., and Campo-Arias, A. (2005). Aproximación al uso del 
coeficiente alfa de Cronbach. Rev. Colomb. Psiquiatr. 34, 572–580.
Chang, Y., Wang, X., and Arnett, D. B. (2018). Enhancing firm performance: 
The role of brand orientation in business-to-business marketing. Ind. Mark. 
Manag. 72, 17–25. doi: 10.1016/j.indmarman.2018.01.031
Chauhan, H., Singh, A. K., and Sachdeva, S. (2021). Business model and 
financial performance of food S.M.E.s: mediation by competitive advantage. 
Int. J. Bus. Glob. 27, 113–131. doi: 10.1504/IJBG.2021.111962
Chumg, H. F., and Huang, C. J. (2021). Investigating the relationships between 
cultural embeddedness, happiness, and knowledge management practices in 
an inter-organisational virtual team. Front. Psychol. 11, –4055. doi: 10.3389/
fpsyg.2020.512288
Cuesta-Valiño, P., Bolifa, F., and Núñez-Barriopedro, E. (2020a). Sustainable, 
smart and Muslim-friendly tourist destinations. Sustain. For. 12:1778. doi: 
10.3390/su12051778
Cuesta-Valiño, P., Rodríguez, P. G., and Núñez-Barriopedro, E. (2019). The 
impact of corporate social responsibility on customer loyalty in hypermarkets: 
a new socially responsible strategy. Corp. Soc. Responsib. Environ. Manag. 
26, 761–769. doi: 10.1002/csr.1718
Cuesta-Valiño, P., Rodríguez, P. G., and Núñez-Barriopedro, E. (2020b). Perception 
of advertisements for healthy food on social media: Effect of attitude on 
consumers’ response. Int. J. Environ. Res. Public Health 17:6463. doi: 10.3390/
ijerph17186463
Currás-Pérez, R., Bigné-Alcañiz, E., and Alvarado-Herrera, A. (2009). The role 
of self-definitional principles in consumer identification with a socially 
responsible company. J. Buss Ethics 89, 547–564. doi: 10.1007/s10551-008- 
0016-6
Dash, G., Kiefer, K., and Paul, J. (2021). Marketing-to-millennials: marketing 
4.0, customer satisfaction and purchase intention. J. Bus. Res. 122, 608–620. 
doi: 10.1016/j.jbusres.2020.10.016
Datu, J. A. D., and Restubog, S. L. D. (2020). The emotional pay-off of staying 
gritty: linking grit with social-emotional learning and emotional well-being. 
Br. J. Guid. Couns. 48, 697–708. doi: 10.1080/03069885.2020.1758922
De Miguel Ramos, C., and Laurenti, R. (2020). Synergies and trade-offs among 
sustainable development goals: the case of Spain. Sustainability 12:10506. 
doi: 10.3390/su122410506
Deaton, A. (2008). Income, health, and well-being around the world: Evidence 
from the Gallup world poll. J. Econ. Perspect. 22, 53–72. doi: 10.1257/
jep.22.2.53
Dechawatanapaisal, D. (2018). Employee retention: the effects of internal branding 
and brand attitudes in sales organisations. Pers. Rev. 47, 675–693. doi: 
10.1108/PR-06-2017-0193
Ebersberger, B., and Kuckertz, A. (2021). Hop to it! The impact of organisation 
type on innovation response time to the COVID-19 crisis. J. Bus. Res. 124, 
126–135. doi: 10.1016/j.jbusres.2020.11.051
Elosua, P., and Zumbo, B. D. (2008). Coeficientes de fiabilidad para escalas 
de respuesta categórica ordenada. Psicotherma 20, 896–901.
Ewing, M. T., and Napoli, J. (2005). Developing and validating a multidimensional 
nonprofit brand orientation scale. J. Bus. Res. 58, 841–853. doi: 10.1016/j.
jbusres.2003.09.012
Foncubierta-Rodríguez, M. J., Ravina-Ripoll, R., Ahumada-Tello, E., and 
Tobar-Pesantez, L. B. (2020). Are Spanish public employees happier in their 
work performance in the industry 4.0 era? Pol. J. Manag. Stud. 22, 103–116. 
doi: 10.17512/pjms.2020.22.1.07
Foncubierta-Rodríguez, M. J., Ravina-Ripoll, R., and López-Sánchez, J. A. (2021). 
Generational portrait of Spanish society in the face of climate change. A 
question to consider for the green economy under the well-being approach. 
Energies 14:807. doi: 10.3390/en14040807
Fornell, C., and Larcker, D. (1981). Evaluating structural equation models with 
unobservable variables and measurement error. J. Mark. Res. 18, 39–50. doi: 
10.1177/002224378101800104
Foroudi, P. (2020). Corporate brand strategy: drivers and outcomes of hotel 
industry’s brand orientation. Int. J. Hosp. Manag. 88:102519. doi: 10.1016/j.
ijhm.2020.102519
Foroudi, P., Cuomo, M. T., Foroudi, M. M., Katsikeas, C. S., and Gupta, S. 
(2020). Linking identity and heritage with image and a reputation for 
competition. J. Bus. Res. 113, 317–325. doi: 10.1016/j.jbusres.2019.09.042
Frey, B. S. (2020). What are the opportunities for future happiness research? 
Int. Rev. Econ. 67, 5–12. doi: 10.1007/s12232-019-00318-9
Gatto, F., and Re, I. (2021). Circular bioeconomy business models to overcome 
the valley of death. A systematic statistical analysis of studies and projects 
in emerging bio-based technologies and trends linked to the S.M.E. instrument 
support. Sustain. For. 13:1899. doi: 10.3390/su13041899
González-Mansilla, O., Berenguer-Contrí, G., and Serra-Cantallops, A. (2019). 
The impact of value co-creation on hotel brand equity and customer 
satisfaction. Tour. Manag. 75, 51–65. doi: 10.1016/j.tourman.2019.04.024
Goyal, S., Garg, D., and Luthra, S. (2021). Sustainable production and consumption: 
Analysing barriers and solutions for maintaining green tomorrow by using 
fuzzy-AHP–fuzzy-TOPSIS hybrid framework. Environ. Dev. Sustain. 1–47. 
doi: 10.1007/s10668-021-01357-5
Grijalvo Martín, M., Pacios Álvarez, A., Ordieres-Meré, J., Villalba-Díez, J., 
and Morales-Alonso, G. (2021). New business models from prescriptive 
maintenance strategies aligned with sustainable development goals. Sustainability 
13:216. doi: 10.3390/su13010216
Gromark, J., and Melin, F. (2011). The underlying dimensions of brand orientation 
and its impact on financial performance. J. Prod. Brand. Manag. 18, 394–410. 
doi: 10.1057/bm.2010.52
Gupta, S., Gallear, D., Rudd, J., and Foroudi, P. (2020). The impact of brand 
value on brand competitiveness. J. Bus. Res. 112, 210–222. doi: 10.1016/j.
jbusres.2020.02.033
Ravina-Ripoll et al. Happiness Management From Brand Orientation
Frontiers in Psychology | www.frontiersin.org 12 August 2021 | Volume 12 | Article 727845
Gupta, S., Grant, S., and Melewar, T. C. (2008). The expanding role of intangible 
assets of the brand. Manag. Decis. 46, 948–960. doi: 10.1108/00251740810882699
Guzmán-Maldonado, G., Reyes-Ruiz, E., and Mellado-Siller, J. F. (2019). Brand 
management and growth in small Mexican businesses. Int. J. Bus. Manag. 
Sci. 10, 82–90. doi: 10.30845/ijbss.v10n9a9
Haar, J., Schmitz, A., Di Fabio, A., and Daellenbach, U. (2019). The role of 
relationships at work and happiness: a moderated moderated mediation 
study of New Zealand managers. Sustainability 11:3443. doi: 10.3390/su11123443
Hair, J. F., Anderson, R. E., Tatham, R. L., and Black, W. C. (1995). Multivariate 
Data Analysis with Readings. New York, U.S.A.: Prentice-Hall.
Hankinson, P. (2002). The impact of brand orientation on managerial practice: 
a quantitative study of the U.K.’s top  500 fundraising managers. Int. J. 
Nonprofit Volunt. Sect. Mark. 7, 30–44. doi: 10.1002/nvsm.165
Harju, L. K., Rokka, J., Lopes, M. M., Airoldi, M., and Raïes, K. (2021). 
Employee well-being profiles during COVID-19 lockdown: a latent profile 
analysis of French and U.K. employees. Front. Psychol. 12:2181. doi: 10.3389/
fpsyg.2021.645300
Hirvonen, S., and Laukkanen, T. (2014). Brand orientation in small firms: an 
empirical test of the impact on brand performance. J. Strateg. Mark. 22, 
41–58. doi: 10.1080/0965254X.2013.819372
Jiménez-Marín, G., Elías Zambrano, R., Galiano-Coronil, A., and Ravina-Ripoll, R. 
(2020). Food and beverage advertising aimed at Spanish children issued 
through mobile devices: a study from a social marketing and happiness 
management perspective. Int. J. Environ. Res. Public Health 17:5056. doi: 
10.3390/ijerph17145056
Jiménez-Marín, G., Zambrano, R. E., Galiano-Coronil, A., and Tobar-Pesántez, L. 
(2021). Brand management from social marketing and happiness management 
binomial of in the age of industry 4.0. J. Legal Ethical Regul. Issues 24, 
1–10.
Joo, B.-K., and Lee, I. (2017). Workplace happiness: work engagement, career 
satisfaction, and subjective well-being. EBHRM 5, 206–221. doi: 10.1108/
EBHRM-04-2015-0011
Kaiser, S., Muller-Seitz, G., and Creusen, U. (2008). Passion wanted! Socialisation 
of positive emotions in consulting firms. Int. J. Work Organ. Emot. 2, 
305–320. doi: 10.1504/IJWOE.2008.019428
Keller, K. L. (2003). Strategic Brand Management: Building, Measuring and 
Managing Brand Equity. 2nd Edn. Englewood Cliffs, New Jersey: Prentice-
Hall.
Khan, I., and Bashir, T. (2020). The role of brand orientation in developing 
a learning culture and achieving performance goals in the third sector 
organisations. Int. J. Public Adm. 43, 804–817. doi: 
10.1080/01900692.2020.1749849
Lakshmanasamy, T. (2021). Is it income adaptation or social comparison? The 
effect of relative income on happiness and the Easterlin paradox in India. 
Indian Econ. Rev. 68, 477–495. doi: 10.1177/0019466220987025
Lee, S. Y., and Ohtake, F. (2021). How conscious are you  of others? Further 
evidence on relative income and happiness. J. Happiness Stud. 1–36. doi: 
10.1007/s10902-021-00364-7
Lio, W., and Liu, B. (2020). Uncertain maximum likelihood estimation with 
application to uncertain regression analysis. Soft. Comput. 24, 9351–9360. 
doi: 10.1007/s00500-020-04951-3
Mackerron, G. (2012). Happiness economics from 35000 feet. J. Econ. Surv. 
26, 705–735. doi: 10.1111/j.1467-6419.2010.00672.x
Mai, Y., Yang, H., and Zhang, G. (2021). Does business model innovation 
enhance the sustainable development of new ventures? Understanding an 
inverted-U relationship. Sustainability 13:262. doi: 10.3390/su13010262
Napoli, J. (2006). The impact of nonprofit brand orientation on organisational 
performance. J. Mark. Manag. 22, 673–694. doi: 10.1362/026725706778612176
Nikolova, M., Nikolaev, B., and Popova, O. (2020). The perceived well-being 
and health costs of exiting self-employment. Small Bus. Econ. 1–18. doi: 
10.1007/s11187-020-00374-4
Núñez-Barriopedro, E., Cuesta-Valiño, P., Gutiérrez-Rodríguez, P., and 
Ravina-Ripoll, R. (2021). How does happiness influence the loyalty of karate 
athletes? A model of structural equations from the constructs: consumer 
satisfaction, engagement, and meaningful. Front. Psychol. 12:794. doi: 10.3389/
fpsyg.2021.653034
Núñez-Barriopedro, E., Ravina-Ripoll, R., and Ahumada-Tello, E. (2020). Happiness 
perception in Spain, a S.E.M. approach to evidence from the sociological 
research center. Qual. Quant. 54, 761–779. doi: 10.1007/s11135-019-00955-w
Odoom, R., and Mensah, P. (2019). Brand orientation and brand performance 
in S.M.E.s. Manag. Res. Rev. 42, 155–171. doi: 10.1108/MRR-12-2017-0441
Oishi, S. (2012). The Psychological Wealth of Nations: Do Happy People Make 
a Happy Society? Massachusetts, Estados Unidos: Wiley-Blackwell.
Osterwalder, A., Pigneur, Y., and Tucci, C. L. (2005). Clarifying business models: 
origins, present and future of the concept. Commun Assoc. Inf. Sci. 16, 
1–25. doi: 10.17705/1CAIS.01601
Piha, L. P., and Avlonitis, G. J. (2018). Internal brand orientation: conceptualisation, 
scale development and validation. J. Mark. Manag. 34, 370–394. doi: 
10.1080/0267257X.2018.1445658
Piha, L. P., Papadas, K., and Davvetas, V. (2021). Brand orientation: conceptual 
extension, scale development and validation. J. Bus. Res. 134, 203–222. doi: 
10.1016/j.jbusres.2021.05.023
Ravina-Ripoll, R., Foncubierta-Rodríguez, M. J., and López-Sánchez, J. A. (2021a). 
Certification Happiness Management: an integral instrument for human 
resources management in post-COVID-19 era. Int. J. Bus. Environ. 12, 
287–299. doi: 10.1504/IJBE.2021.10037200
Ravina-Ripoll, R., Marchena Domínguez, J., and Montañez Del Rio, M. A. 
(2019). Happiness Management en la época de la Industria 4.0. Retos Revista 
de Ciencias de la Administración y Economía 9, 189–202. doi: 10.17163/ret.
n18.2019.01
Ravina-Ripoll, R., Tobar-Pesantez, L. B., Galiano-Coronil, A., and , and Marchena-
Domínguez, , J. (Eds) (2021b). Happiness Management and Social Marketing: 
A Wave of Sustainability and Creativity. Bern, Switzerland: Editorial Peter Lang.
Sanagustín-Fons, M., Tobar-Pesántez, L. B., and Ravina-Ripoll, R. (2020). 
Happiness and cultural tourism: the perspective of civil participation. 
Sustainability 2:3465. doi: 10.3390/su12083465
Sánchez-Vázquez, J. F., and Sánchez-Ordóñez, R. (2019). Happiness Management: 
Revisión de literatura científica en el marco de la felicidad en el trabajo. 
RETOS 9, 259–271. doi: 10.17163/ret.n18.2019.05
Santos-Vijande, M. L., Del Río-Lanza, A. B., Suárez-Álvarez, L., and 
Díaz-Martín, A. M. (2013). The brand management system and service 
firm competitiveness. J. Bus. Res. 66, 148–157. doi: 10.1016/j.jbusres.2012.07.007
Sattar, T., Ahmad, K., and Hassan, S. M. (2015). Role of human resource 
practices in employee performance and job satisfaction with mediating effect 
of employee engagement. Pak. Econ. Soc. Rev. 53, 81–96.
Schöler, G. (2019). “Happiness Management: Nachhaltig erfolgreich durch 
Glückskompetenz,” in Nachhaltiges Management. eds. A. Englert and 
A. Ternès (Berlin, Heidelberg: Springer Gabler), 129–152.
Seligman, M. (2016). Florecer: La Nueva Psicología Positiva y la Búsqueda Del 
Bienestar. México: Editorial Océano.
Sepulcri, L. M. C. B., Mainardes, E. W., and Marchiori, D. M. (2020). Brand 
orientation: a systematic literature review and research agenda. SJM-ESIC 
24, 97–114. doi: 10.1108/SJME-06-2019-0035
Serra-Cantallops, A., Ramón-Cardona, J., and Vachiano, M. (2021). Increasing 
sustainability through wine tourism in mass tourism destinations. The case 
of the Balearic Islands. Sustainability 13:2481. doi: 10.3390/su13052481
Shahiduzzaman, M., Kowalkiewicz, M., and Barrett, R. (2018). Digital dividends 
in the phase of falling productivity growth and implications for policy 
making. Int. J. Product. Perform. Manag. 67, 1016–1032. doi: 10.1108/
IJPPM-02-2017-0050
Sheth, J. (2021). New areas of research in marketing strategy, consumer behavior, 
and marketing analytics: the future is bright. J. Market. Theor. Pract. 29, 
3–12. doi: 10.1080/10696679.2020.1860679
Shih, T. Y. (2018). Determinants of enterprises radical innovation and performance: 
Insights into innovativeness, and performance. Sustainability 10:1871. doi: 
10.3390/su10061871
Silva Munar, J. L., Juana-Espinosa, D., Martínez-Buelvas, L., Vecchiola Abarca, Y., 
and Orellana Tirado, J. (2020). Organisational happiness dimensions as a 
contribution to sustainable development goals: A prospective study in higher 
education institutions in Chile, Colombia and Spain. Sustainability 12:10502. 
doi: 10.3390/su122410502
Simões, C., and Dibb, S. (2001). Rethinking the brand concept: new brand 
orientation. Corp. Commun. 6, 217–224. doi: 10.1108/13563280110409854
Singh, S., and Aggarwal, Y. (2018). Happiness at work scale: Construction and 
psychometric validation of a measure using mixed method approach. J. 
Happiness Stud. 19, 1439–1463. doi: 10.1007/s10902-017-9882-x
Sjödin, D., Parida, V., Jovanovic, M., and Visnjic, I. (2020). Value creation and 
value capture alignment in business model innovation: a process view on 
Ravina-Ripoll et al. Happiness Management From Brand Orientation
Frontiers in Psychology | www.frontiersin.org 13 August 2021 | Volume 12 | Article 727845
outcome-based business models. J. Prod. Innov. Manag. 37, 158–183. doi: 
10.1111/jpim.12516
Sudha, K. S., Shahnawaz, M. G., and Farhat, A. (2016). Leadership styles, 
leader’s effectiveness and well-being: exploring collective efficacy as a mediator. 
Vision 20, 111–120. doi: 10.1177/0972262916637260
Suzete, A., Coelho, A., and Ribeiro, N. (2019). Authentic leadership, happiness 
at work and affective commitment: an empirical study in Cape Verde. Eur. 
Bus. Rev. 31, 337–351. doi: 10.1108/EBR-01-2018-0034
Tajeddini, K., and Ratten, V. (2020). The moderating effect of brand orientation 
on inter-firm market orientation and performance. J. Strateg. Mark. 28, 
194–224. doi: 10.1080/0965254X.2017.1293138
Tandler, N., Krauss, A., and Proyer, R. T. (2020). Authentic happiness at work: 
Self-and peer-rated orientations to happiness, work satisfaction, and stress 
coping. Front. Psychol. 11:1931. doi: 10.3389/fpsyg.2020.01931
Tumasjan, A., Kunze, F., Bruch, H., and Welpe, I. M. (2020). Linking employer 
branding orientation and firm performance: testing a dual mediation route 
of recruitment efficiency and positive affective climate. HRMagazine 59, 
83–99. doi: 10.1002/hrm.21980
Tuškej, U., Golob, U., and Podnar, K. (2013). The role of consumer–brand 
identification in building brand relationships. J. Bus. Res. 66, 53–59. doi: 
10.1016/j.jbusres.2011.07.022
Urde, M. (1999). Brand orientation a mindset for building brands into 
strategic resources. J. Mark. Manag. 15, 117–133. doi: 10.1362/026725799784870504
Urde, M., Baumgarth, C., and Merrilees, B. (2013). Brand orientation and 
market orientation—from alternatives to synergy. J. Bus. Res. 66, 13–20. 
doi: 10.1016/j.jbusres.2011.07.018
Vallester, C., and De Chernatony, L. (2006). Internal brand building and 
structuration: The role of leadership. Eur. J. Mark. 40, 761–784. doi: 
10.1108/03090560610669982
Wang, C. (2017). Finding purpose, passion, and happiness in your profession. 
J. Med. Imaging Radiat. Sci. 48, 114–117. doi: 10.1016/j.jmir.2017.04.004
Wang, Y., and Zhang, H. (2020). Achieving sustainable new product development 
by implementing big data-embedded new product development process. 
Sustainability 12:4681. doi: 10.3390/su12114681
Wirtz, J., Den Ambtman, A., Bloemer, J., Horváth, C., Ramaseshan, B., Van 
de Klundert, J., et al. (2013). Managing brands and customer engagement 
in online brand communities. J. Serv. Manag. 24, 223–244. doi: 
10.1108/09564231311326978
Wong, B., and Merrilees, B. (2005). A brand orientation typology for S.M.E.s: 
a case research approach. JPBM 14, 155–162. doi: 10.1108/10610420510601021
Wong, H. Y., and Merrilees, B. (2007). Closing the marketing strategy to 
performance gap: the role of brand orientation. J. Strateg. Mark. 15, 387–402. 
doi: 10.1080/09652540701726942
Wong, H. Y., and Merrilees, B. (2008). The performance benefits of being 
brand- orientated. JPBM 17, 372–383. doi: 10.1108/10610420810904112
Yori Conill, L., Hernández de Velazco, J., and Chumaceiro Hernández, A. 
(2011). Planificación de escenarios: una herramienta estratégica para el 
análisis del entorno. Revista Venezolana de Gerencia 16, 274–290.
Yu, Z., Razzaq, A., Rehman, A., Shah, A., Jameel, K., and Mor, R. S. (2021). 
Disruption in global supply chain and socio-economic shocks: a lesson 
from COVID-19 for sustainable production and consumption. Oper. Manag. 
Res. 1–16. doi: 10.1007/s12063-021-00179-y
Yue, W., and Cowling, M. (2021). The Covid-19 lockdown in the United Kingdom 
and subjective well-being: Have the self-employed suffered more due to 
hours and income reductions? Int. Small Bus. J. 39, 93–108. doi: 
10.1177/0266242620986763
Zengin, Y., Naktiyok, S., Kaygın, E., Kavak, O., and Topçuoğlu, E. (2021). An 
investigation upon industry 4.0 and society 5.0 within the context 
of sustainable development goals. Sustainability 13:2682. doi: 10.3390/
su13052682
Zott, C., Amit, R., and Massa, L. (2011). The business model: Recent developments 
and future. Res. J. Manag. 37, 1019–1042. doi: 10.2139/ssm.1674384
Conflict of Interest: The authors declare that the research was conducted in 
the absence of any commercial or financial relationships that could be  construed 
as a potential conflict of interest.
Publisher’s Note: All claims expressed in this article are solely those of the 
authors and do not necessarily represent those of their affiliated organizations, 
or those of the publisher, the editors and the reviewers. Any product that may 
be evaluated in this article, or claim that may be made by its manufacturer, is 
not guaranteed or endorsed by the publisher.
Copyright © 2021 Ravina-Ripoll, Nunez-Barriopedro, Almorza-Gomar and Tobar-
Pesantez. This is an open-access article distributed under the terms of the Creative 
Commons Attribution License (CC BY). The use, distribution or reproduction in 
other forums is permitted, provided the original author(s) and the copyright owner(s) 
are credited and that the original publication in this journal is cited, in accordance 
with accepted academic practice. No use, distribution or reproduction is permitted 
which does not comply with these terms.
